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INTRODUCTION
Sell Actionable Results, Not Media

Have you noticed your advertisers are expecting more?

Advertisers are increasingly investing marketing spend in

campaigns that deliver measurable results, like leads, foot

traffic, email addresses, and customer data, and there's no

better way to drive these results than with online promotions.

Delivering measurable results with promotions renders you

invaluable to advertisers, and sets you up to grow your

business with them going forward.

Plus, when you combine a promotion you execute on an

advertiser's behalf with the promotional power of your

traditional, online, mobile, social, and email assets, you can

deliver better results than anybody else.

"Advertisers want results, and you can measure

those results with promotions.” Gordon Borrell

CEO, Borrell Associates
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My background is in a small-market newspaper where I

sold solutions to SMBs. Many times that included a

contest or ecommerce offer, but I only knew what to offer

them once we had conducted a needs analysis and

discussed their specific goals.

In this playbook we’re going to talk about why promotions

are so good at solving advertiser challenges. All of the

case studies you will see involved a promotion that

solved specific problems or achieved specific goals for

the advertisers involved.

JULIE FOLEY
Director of Affiliate Success
Second Street

julie@secondstreet.com
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Matt Chaney
Director of Affiliate Success

@mattchaney

Julie Foley
Director of Affiliate Success 

@julie_foley

As a former Online Sales and Marketing 

Director for The Statesboro Herald, Julie was 

a huge advocate for the power of contests 

and promotions. In her time at the paper, she 

ran 50 contests and generated thousands of 

dollars in sponsorship revenue. 

Prior to joining Second Street, Chaney 

spent nine years in local media selling 

digital and print solutions to local and 

national advertisers. He also served as the 

Product Manager for the hugely successful 

Ecommerce program at U-T San Diego.

INTRODUCTION
Sell Actionable Results, Not Media

Have you noticed your advertisers are expecting more?

Advertisers are increasingly investing marketing spend in

campaigns that deliver measurable results, like leads, foot

traffic, email addresses, and customer data, and there's no

better way to drive these results than with online promotions.

Delivering measurable results with promotions renders you

invaluable to advertisers, and sets you up to grow your

business with them going forward.

Plus, when you combine a promotion you execute on an

advertiser's behalf with the promotional power of your

traditional, online, mobile, social, and email assets, you can

deliver better results than anybody else.

"Advertisers want results, and you can measure

those results with promotions.” Gordon Borrell

CEO, Borrell Associates

60

INTRODUCTION
Sell Actionable Results, Not Media

Have you noticed your advertisers are expecting more?

Advertisers are increasingly investing marketing spend in

campaigns that deliver measurable results, like leads, foot

traffic, email addresses, and customer data, and there's no

better way to drive these results than with online promotions.

Delivering measurable results with promotions renders you

invaluable to advertisers, and sets you up to grow your

business with them going forward.

Plus, when you combine a promotion you execute on an

advertiser's behalf with the promotional power of your

traditional, online, mobile, social, and email assets, you can

deliver better results than anybody else.

"Advertisers want results, and you can measure

those results with promotions.” Gordon Borrell

CEO, Borrell Associates

INTRODUCTION
Sell Actionable Results, Not Media

Have you noticed your advertisers are expecting more?

Advertisers are increasingly investing marketing spend in

campaigns that deliver measurable results, like leads, foot

traffic, email addresses, and customer data, and there's no

better way to drive these results than with online promotions.

Delivering measurable results with promotions renders you

invaluable to advertisers, and sets you up to grow your

business with them going forward.

Plus, when you combine a promotion you execute on an

advertiser's behalf with the promotional power of your

traditional, online, mobile, social, and email assets, you can

deliver better results than anybody else.

"Advertisers want results, and you can measure

those results with promotions.” Gordon Borrell

CEO, Borrell Associates

60

INTRODUCTION
Sell Actionable Results, Not Media

Have you noticed your advertisers are expecting more?

Advertisers are increasingly investing marketing spend in

campaigns that deliver measurable results, like leads, foot

traffic, email addresses, and customer data, and there's no

better way to drive these results than with online promotions.

Delivering measurable results with promotions renders you

invaluable to advertisers, and sets you up to grow your

business with them going forward.

Plus, when you combine a promotion you execute on an

advertiser's behalf with the promotional power of your

traditional, online, mobile, social, and email assets, you can

deliver better results than anybody else.

"Advertisers want results, and you can measure

those results with promotions.” Gordon Borrell

CEO, Borrell Associates

INTRODUCTION
Sell Actionable Results, Not Media

Have you noticed your advertisers are expecting more?

Advertisers are increasingly investing marketing spend in

campaigns that deliver measurable results, like leads, foot

traffic, email addresses, and customer data, and there's no

better way to drive these results than with online promotions.

Delivering measurable results with promotions renders you

invaluable to advertisers, and sets you up to grow your

business with them going forward.

Plus, when you combine a promotion you execute on an

advertiser's behalf with the promotional power of your

traditional, online, mobile, social, and email assets, you can

deliver better results than anybody else.

"Advertisers want results, and you can measure

those results with promotions.” Gordon Borrell

CEO, Borrell Associates

60

INTRODUCTION
Sell Actionable Results, Not Media

Have you noticed your advertisers are expecting more?

Advertisers are increasingly investing marketing spend in

campaigns that deliver measurable results, like leads, foot

traffic, email addresses, and customer data, and there's no

better way to drive these results than with online promotions.

Delivering measurable results with promotions renders you

invaluable to advertisers, and sets you up to grow your

business with them going forward.

Plus, when you combine a promotion you execute on an

advertiser's behalf with the promotional power of your

traditional, online, mobile, social, and email assets, you can

deliver better results than anybody else.

"Advertisers want results, and you can measure

those results with promotions.” Gordon Borrell

CEO, Borrell Associates

INTRODUCTION
Sell Actionable Results, Not Media

Have you noticed your advertisers are expecting more?

Advertisers are increasingly investing marketing spend in

campaigns that deliver measurable results, like leads, foot

traffic, email addresses, and customer data, and there's no

better way to drive these results than with online promotions.

Delivering measurable results with promotions renders you

invaluable to advertisers, and sets you up to grow your

business with them going forward.

Plus, when you combine a promotion you execute on an

advertiser's behalf with the promotional power of your

traditional, online, mobile, social, and email assets, you can

deliver better results than anybody else.

"Advertisers want results, and you can measure

those results with promotions.” Gordon Borrell

CEO, Borrell Associates

60

INTRODUCTION
Sell Actionable Results, Not Media

Have you noticed your advertisers are expecting more?

Advertisers are increasingly investing marketing spend in

campaigns that deliver measurable results, like leads, foot

traffic, email addresses, and customer data, and there's no

better way to drive these results than with online promotions.

Delivering measurable results with promotions renders you

invaluable to advertisers, and sets you up to grow your

business with them going forward.

Plus, when you combine a promotion you execute on an

advertiser's behalf with the promotional power of your

traditional, online, mobile, social, and email assets, you can

deliver better results than anybody else.

"Advertisers want results, and you can measure

those results with promotions.” Gordon Borrell

CEO, Borrell Associates

INTRODUCTION
Sell Actionable Results, Not Media

Have you noticed your advertisers are expecting more?

Advertisers are increasingly investing marketing spend in

campaigns that deliver measurable results, like leads, foot

traffic, email addresses, and customer data, and there's no

better way to drive these results than with online promotions.

Delivering measurable results with promotions renders you

invaluable to advertisers, and sets you up to grow your

business with them going forward.

Plus, when you combine a promotion you execute on an

advertiser's behalf with the promotional power of your

traditional, online, mobile, social, and email assets, you can

deliver better results than anybody else.

"Advertisers want results, and you can measure

those results with promotions.” Gordon Borrell

CEO, Borrell Associates

60

INTRODUCTION
Sell Actionable Results, Not Media

Have you noticed your advertisers are expecting more?

Advertisers are increasingly investing marketing spend in

campaigns that deliver measurable results, like leads, foot

traffic, email addresses, and customer data, and there's no

better way to drive these results than with online promotions.

Delivering measurable results with promotions renders you

invaluable to advertisers, and sets you up to grow your

business with them going forward.

Plus, when you combine a promotion you execute on an

advertiser's behalf with the promotional power of your

traditional, online, mobile, social, and email assets, you can

deliver better results than anybody else.

"Advertisers want results, and you can measure

those results with promotions.” Gordon Borrell

CEO, Borrell Associates

My background is in a small-market newspaper where I

sold solutions to SMBs. Many times that included a

contest or ecommerce offer, but I only knew what to offer

them once we had conducted a needs analysis and

discussed their specific goals.

In this playbook we’re going to talk about why promotions

are so good at solving advertiser challenges. All of the

case studies you will see involved a promotion that

solved specific problems or achieved specific goals for

the advertisers involved.

JULIE FOLEY
Director of Affiliate Success
Second Street

julie@secondstreet.com

61

My background is in a small-market newspaper where I

sold solutions to SMBs. Many times that included a

contest or ecommerce offer, but I only knew what to offer

them once we had conducted a needs analysis and

discussed their specific goals.

In this playbook we’re going to talk about why promotions

are so good at solving advertiser challenges. All of the

case studies you will see involved a promotion that

solved specific problems or achieved specific goals for

the advertisers involved.

JULIE FOLEY
Director of Affiliate Success
Second Street

julie@secondstreet.com

INTRODUCTION
Sell Actionable Results, Not Media

Have you noticed your advertisers are expecting more?

Advertisers are increasingly investing marketing spend in

campaigns that deliver measurable results, like leads, email

addresses, and customer data, and there's no better way to

drive these results than with online promotions.

Delivering measurable results with promotions renders you

invaluable to advertisers, and sets you up to grow your

business with them going forward.

Plus, when you combine a promotion you execute on an

advertiser's behalf with the promotional power of your

traditional, online, mobile, social, and email assets, you can

deliver better results than anybody else.

"Advertisers want results, and you can measure

those results with promotions.” Gordon Borrell

CEO, Borrell Associates



GateHouse Media Promotions  

Advertiser Promotions  

Why Promotions?  

WHY PROMOTIONS?
Research from Borrell Associates

Promotions work for advertisers because they produce

measurable results and activate customers in a way that

traditional advertising can’t.

Advertisers understand this, and the data from Borrell

Associates indicates there has been a massive shift in

spend toward promotions:

*All dollar amounts are in billions.
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Sponsored & Advertiser Promotions  

 

What is a Sponsored Promotion? 

 A promotion and media package where there 

are multiple sponsors  

 i.e. Cutest Baby, Paint It all Pink, Back to 

School Photo, etc. 
 

 

An is a Custom Advertiser Promotion? 

 An Advertiser Promotion is a contest run on 
behalf of a single advertiser that aligns with their 
goals and includes a media plan that reaches 
their target audience, a promotion that engages 
their target audience and provides measurable 
results via data collection and database growth. 



• Multi-advertiser 

• Marty Carry 

Sponsorship Model 
Examples 
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Sponsored Promotions:  

Value Proposition  

 

 Audience: Advertisers will families with young children 

levering the high engagement of promotions 

 

 Value: For each Advertiser package, you will want to 

include the value for all elements in the package: print and 

digital display as well as other packaging items you include. 

Clearly communicate the total value as well as the package 

investment so that your advertisers see the value of 

investing in your programs. This should also include the 

value of all promotional ads, email pushes, database opt-

ins, social, etc. 

 

 Engagement + Database: Promotions bring elements 

to a campaign that traditional advertising alone can not. 

 

 In addition to branding, sponsored promotions bring: 

 High reader engagement and and interaction with 

related brands 

 Opportunities for database growth which fuels 

valuable email marketing 

 Opportunities for social interaction, couponing, video 

and lead generation* 
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Custom Advertiser Promotions  

2 0 1 7

Custom Advertiser 

Promotions & Value 

Proposition  

 

 

 Build the Advertiser’s brand 

awareness and engagement with 

their target audience 

 Leverage social sharing  

 Gather rich data 

 Grow database & leverage the 

strength of email marketing  

 

 Ability to create lead generation  

 Ability to create in in store or 

event traffic 



GATEHOUSE MEDIA PROMOTIONS  
Foundations for Custom Advertiser Promotions 

  

 A media plan designed to reach the Advertisers target market & achieve the 
advertiser’s goals  

 Selling the right promotion to the right advertiser   
 Have a strong prize(s) that will appeal to the audience’s target market  

2 0 1 7

Custom Advertiser Promotions  
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Top Goals Advertiser Promotions Achieve 



Zip Gender Age 

Consumer Data & Demographics 



Who is your favorite 

Pro Football Team?  

Consumer Data & Demographics 



Consumer Data & Demographics 



Consumer Data & Demographics 



Website Traffic 



Source: BIA Kelsey 

74% 
SMBs using social media 

to promote their business  

55% 
SMBs have a Facebook 

page for business use 

The Value of Social Media 



The Workhorse of Digital Marketing 

Source: GigaOm, Emarketer 

56% 
Ranked Email as the #1 Digital Marketing 

Tactic for Customer Retention 

42% 
Ranked Email as the #1 

Digital Marketing Tactic for Conversions 

EMAIL 
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Email 

Email Opt-In 



[ 

Marketing Leads [ 
Sales Leads 

H

O
T
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LEADS 



LEADS 

 
178 Leads Generated 

 
  

Would you like a free marketing consultation? 



INSTORE TRAFFIC 
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Advertiser Promotions- Case Study  

HyVee Grocery Dash  

Run in Peoria and 

Springfield, IL 

 
Client Objectives: 
 Grow database 
 Grow social audiences 
 Build awareness and leverage the 

engagement of Promotions 
 
Results: 
 Successful Program has expanded 

to additional markets and runs 
several times throughout the year 

 i.e. 5918 entries and 76% opt-in 
rate for HyVee, strong increases in 
social audiences  

 
 

 

Advertiser Promotions  
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Category Turnkeys Custom Advertiser Programs  

Advertiser Promotions  
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17,571 Entries   
5,329   Unique Entries 
82%     Opt in Rate  

Advertiser Promotions  
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4764 Entries   
3114 Unique Entries 
85% Opt in Rate  

1540 Entries   
819 Unique Entries 
72% Opt in Rate  

Advertiser Promotions  
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920  Entries   
690 Unique Entries 
71% Opt in Rate  

895 Entries To Date 
710 Unique Entries 
51% Opt in Rate  

Advertiser Promotions  
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Advertiser Contest: 4 Weeks 

Contest Development and Setup Included 

Print Ads $3,000 

Display Ads, 100k impressions – targeted to women, families $1500 

Ontarget Impressions xxx BT $500 

Opt-in for Email Database $500 

Email to 20k  with 2 x frequency $1,500 

Edge Unit Rich Media on December 15th and December 24th $2000 

Social media mentions $500 

Promotional Value $9,500 

Investment 7500 

Pricing and Promotional Package 

Investment $7,000     

 Print including Niche and ROP  
 O&O Digital 
 Ontarget 
 Rich Media 
 Social Mentions & Social 

Impressions 
 Email to promotions database 

& direct email if desired  
 Opt- in and facebook              

like button  
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Best Practices for Building Participation 
 
PROMOTE! PROMOTE! PROMOTE! To drive high engagement and measurable results for all 

sponsors  
 

HAVE GREAT PRIZES AND INCLUDE PROMINANTLY IN ALL MARKETING 

 

MEDIA SCHEDULE: Schedule all media sold as part of your audience driven campaign 

 

INVITE EMAILS: You should schedule invite emails and add sponsor logos to the template  

 

PRINT ADS: These should be built into your campaign and run frequently & on your highest Circulation days. These 

should include your Sponsors logos 

 

SOCIAL MEDIA: Leverage organic posts as well as build your campaigns with social impressions 

 

RICH MEDIA & Digital: include owned and operated digital as well as target display elements in your promotional 

proposals to increase revenue and engagement.  

 

PARTNER MARKETING: Share the invite email and social postings with sponsors to send to their databases as well  
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Takeaways 

 Advertiser Promotions are designed to achieve advertiser 

goals  

 

 Advertiser Promotions should be designed as audience 

based solutions that build on the power of our media  

 

 Advertiser Promotions have a strong value proposition: 

leveraging strong engagement, social sharing, capture 

data & insights, grow databases & generate leads. They 

can also be designed to increase website traffic and in-

store and event traffic.  

 

 Survey questions are highly valuable & a key selling 

point 

 

 All contests should have mutually-agreed upon goals & 

measurements of success 

 

 

 



GateHouse Media Promotions 
 
Rebecca Capparelli  
Executive Director of Promotions 
GateHouse Media 
585.598.0045 
rcapparelli@gatehousemedia.com  

Secondstreet Media  

Recommended Resources  

 

Available at Secondstreet Lab 

http://lab.secondstreet.com/  

 

 How to Drive Measurable Results for 

Online Promotions 

 

 Seller’s Guide  

 

mailto:rcapparelli@gatehousemedia.com
http://lab.secondstreet.com/

